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Abstract 
The importance of urban marketing has been increasing today, when a rivalry between products and enterprises 
has arisen based on cities in terms of development of countries by the help of globalization and brand strategies 
applied for products are being adapted to cities, which aims to highlight cities. Cities are significant actors in 
efforts of economic, social and cultural development of countries. Branding, which means being different in the 
eyes of target mass, more chance of being recognized, and establishing values, is preferred. For a city, what 
being a brand means to attract local and foreign tourists, encourage investments, to increase the life standards of 
local public, and so to add value. Branding process is to create an identity for the city and position. In this study 
which includes three different disciplines, which are public management, economics and business 
administration, closely related to the issue, during the process of identity creation, Muğla’s potential of being a 
brand city was evaluated and interviews were made in depth with the shareholders having a role in its being a 
brand city and results obtained have been suggested.  
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1. Introduction 
Cities which have taken place in the centre of financial mobility for centuries have a dynamic structure 
in social and financial means. In this sense, when the concern is development, it is possible to say that the 
most significant centers are cities. Today, cities have been influenced more closely and deeply by effects 
of global rivalry and become the subject of the rivalry under these new competition conditions.   
Even though a city has the potential to be a brand city with its own values, today the concept of “brand 
city” has increasingly become more significant, especially due to the necessities of global rivalry, which 
arises the concern that it should be professionally managed. “Brand city” concept is one of the  terms used 
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in business administration field and transferred to urban literature. However, it is an obligation to evaluate 
this issue not only in terms of business discipline but also in terms of public management and economics 
since it is a multi-dimensional issue.  
The concept of brand city may also be defined as a means that cities use in order to establish their own 
identities and introduce themselves to the globalized world in frame of this identity (İşler and Tüfekci, 
2014). To make cities center of attraction, to highlight their different ways apart from other cities, to 
provide advantage of rivalry and to create added value are some of the fundamental aims of the city’s 
branding process . ın this sense, branding of cities is a vision.  
Kotler et. al. (1993) states in their study that rivalry not only exists between products and companies 
but also countries and cities are in competition with each other, which means they also emphasize cities 
need to be branded. City branding can be defined, in its simplest meaning, as adapting marketing of 
product, company or service in traditional marketing to cities (Peker, 2006). In other words, a city’s 
branding is the effort to establish image by creating financial and social value in natural beauties as well 
as historical and cultural values which will enable that city to be discriminated from other cities. 
Professional and careful branding management is needed for other products’ branding efforts; likewise, 
city branding can be realized through a professional branding management. Otherwise, it is inevitable that 
a demanded brand city cannot be created, which causes negative changes and that values and local people 
of the city can be damaged. 
To create a brand city requires a vision to be formed and in the most fundamental statement, it is an 
image-creating project. Creating city brand defines a process at which brand strategies are used as in 
products and services in developing spaces and cities. Stages of this process are to establish brand 
identity, position brand and establish marketing communication related to the brand and a Professional 
brand management.  
Since it is a necessity for a city to get branded under global competitive conditions today, it is a matter 
of concern to evaluate the potential of being a brand city in terms of the city of Muğla. Especially, the fact 
that Muğla has values which differentiate it from other cities such as natural beauties of Muğla, length of 
its coast, undestroyed surrounding, historical and cultural structures, geographical position and accessible 
life space is one of the advantages reinforcing its potential in branding. In addition, the fact that it has 
provinces which have developed in branding in national and international scale makes us to question the 
concept of “Brand City Muğla” as a whole.  
While evaluating the potential of being a brand city of Muğla, representatives from Muğla 
Governorship, Muğla Metropolitan Municipality, Menteşe Municipality and Chamber of Trade and 
Industry of Muğla which are main actors and shareholders who need to be leading in this issue have been 
negotiated.  
 
2. City, Identity and Brand City Relation  
City which is a dynamic concept has had various meanings among countries and in all periods of the 
history and this variable structure has become an obstacle in making a common definition of city. 
However, valuable information concerning meaning and importance exist when analyzing the concept of 
city etymologically. 
The words, "Cite", "polis", "medine", have been used as identical to the term, city and have historical 
value. While "Cite" means a city-state, the word, polis, has been used in meaning of “castle” which stands 
for the necessity to defend more (Toprak, 2008). During human history, civilization has been developed 
as a concept concerning cities. In this sense, it has been derived from the word “civilization” in Latin and 
“civitas”, which means “city”. This is not limited to Western Culture. The concept of civilization which 
has the same meaning in Arabic culture has been derived from the word “Medine”, which is used in 
meaning of “city” (Demirkan, 1996). 
While there are various approaches about the origin of cities, cities have become the transporter and 
determinant of socio-cultural, financial and societal change during the historical period, as seen in 
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etymological explanations. Cities have become the center of transformation during the historical period. 
Industrial cities appeared by the beginning of modern age and end of middle age in the 16th century.  
Cities, which were the center of trade and industry and whose population increased in an uncontrolled 
way, have become the fundamental actor in development of nation states. Since 1990s, while nation states 
have lost their previous function due to the globalization process being experienced; on one hand,  post-
national institutions due to the statement expressing that the world has changed into a global village, on 
the other hand, domestic values, identities, differences in sense of localization have gained importance. In 
this sense, cities have come into prominence as the center of mental and spatial transformation of the 
globalization process.  
Cities have taken place in the center of economic mobility for centuries and even one of the most 
important elements of earning the characteristic of being a city has become their non-agricultural 
economic mobility. Therefore, the most significant cities in efforts of development have become cities. 
However, conjuncture-cities created by globalization process have abandoned the rivalry process at which 
they have taken place as a sub-element of national economy and been exposed to the new rivalry 
conditions which are preliminary elements.  It means that cities have become subject of the rivalry due to 
globalization (Kaya, 2008). 
The flow of good, service, capital and knowledge which were realized by the help of nation states 
before have started to be realized by cities due to the globalization. Hence, today there are cities whose 
names have taken precedence over countries (Pustu, 2006). However, it is not possible to say that these 
effects of globalization on cities are equally valid for all world cities. In this process, while some cities 
have become world cities, others have not been able to get their shares from the same development 
process. For that reason, the demand for financial success of developing country cities has revealed the 
necessity of developing competitiveness with world cities. In our era, sustainability of existence of cities 
just depends on their capacity to compete with other cities. One of the fundamental arguments about how 
cities can provide competitiveness has become the concept of brand city.  
The concept of "Brand city" is one of the concepts used in business administration and transfered to 
city literature. To make cities center of attraction and to provide advantage of rivalry are of the 
fundamental aims of the city’s branding process. In this sense, branding of cities is a vision. Cities will be 
successful to the extent that they can manage this process with a strategic approach, determine their route 
map for the city’s needs by detecting their existing situations in its whole reality, observe it and monitor 
its results and revise their plans. 
Cities need to be accepted about the fact that they are different from the others and preferable in order 
to compete with country cities in branding process. At this point, the identity of city appears as a must in 
branding of cities. Inasmuch as, even if various branding strategies are determined, communication 
network is established and necessary introduction is made, no permanent achievement will be acquired 
unless all these efforts are built upon original identity of that city.  
City identity is characteristics dispersing a city from other settlements. City identity is a relational 
identity; the identity is composed of relations established with the world while being alive whether at 
individual level or at city level. Relations determine a city’s identity. The identity is provided by such 
kind of a mythologization by the fact that people who are interested in the city are influenced by each 
other and media and speak about it. When such a mythologization appears, it gets more difficult for the 
identity to change by being influenced by personal experiences. City identity is something which is built 
on its own but also manageable. The formation of city identity depends on three elements such as 
physical values of the city (natural environmental architecture values, cultural heritage etc.), satisfaction 
based on life quality and discourse on the city identity (Tekeli, 2009). 
The fact that a city has a powerful identity in competition with world cities points out, in fact,  a 
paradoxical situation. Influenced by the improvements in information, communication and transportation 
technologies, reflection of globalization on space appears as cities’ becoming more similar to each other 
in different geographies of the world, losing their own originality and becoming single sampling and city 
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identities’ being eroded. This abrasive and dis-identificational influence of globalization on cities are 
resolved through brand city vision formed over “rivalry” discourse from globalization rhetoric and so 
marketing cities’ identities and differences appear as an irony. 
Branding of city should add value to cities and city-dwellers by reinforcing original characteristics of 
that city. Cities are integral with their history, cultural, environmental and societal values. Benefiting 
financially from these values of a city should not result in process of earning income which is 
disadvantageous for the city. Such a circumstance will both make the sustainability of the city impossible 
and ignore the city-dwellers who are fundamental actors of the city. The perception of society-oriented 
“governance” at which all shareholders including the city-dwellers take place should be implemented in 
order that income mechanisms which are disadvantageous for the city are not caused by branding process 
of cities and social exclusion is prevented through an approach which gives precedence to rights of the 
city and city-dwellers. 
 
3. The concept of Brand City and Benefits of Being a Brand City  
Perspective to the cities have also changed by the help of the concept of globalization as a result of 
significant economic, social, politic and technological improvements experienced all around the world. 
The concept of “brand city” may be the most appealing one among this perspective. Now local 
characteristics and values, culture, history, natural beauties of cities are highlighted and cities have 
become branded to both national and international extent due to their differences in these areas.    
Cities are in competition with each other in means of commercial volume, population, wealth, and 
immigration and in this sense, make effort to become different from each other by adding values to the 
products and to be prefered more by increasing their popularity (Kavaratzis and Ashworth 2005). 
Kavaratzis (2008) states in his study that the concept of brand city is an effort to create a positive 
image by emphasizing the city’s outstanding functional, symbolic and experiential ways which are 
different from other cities. The concept of brand city may be defined as a means used by the cities in 
order to establish their own identities and to introduce themselves to the globalized world in frame of this 
identity. (İşler and Tüfekci, 2014).  
Branding of city may be defined, in its simplest definition, as adaptation of marketing product, 
company or service in traditional marketing to cities (Peker, 2006). Branding of a place aims to make 
investment, export, tourism, education, culture, sports, activities attractive for people. When any of them 
is given prominence, then it is possible to say that place is branded. It is a new discipline which 
implements what it has learnt from brand strategy and brand communication to the city’s development in 
order to add measurable economic, social and cultural values to the city. It is a holistic and 
comprehensive process which aims to establish powerful means that will spread strong and positive sides 
and characteristics of the city over demanded mass (İçyer, 2010).  
Strong sides of the city mentioned are associated with the needs of the market during the creating city 
brand process. As a result of this effort, a different and permanent value specific to that city has been 
formed and these values created give that city advantage in rivalry between other cities. (Marangoz, Önce 
and Çelikkan 201; İşler and Tüfekci, 2014). It is obligatory to manage city brand professionally such as 
product or company brands. City brands which cannot be properly managed will change in an undesired 
way or be damaged (Kerr and Johnson, 2005). In other words, if characteristics and values of a city which 
are specific to themselves, differing that city from others, are taken into consideration as the strong ways 
of that city, the fact that they will become leading in order to create added value and to be developed by 
turning these characteristics into opportunity may be defined as the effort to create brand city in sense of 
economics. By the help of this, values to be created both locally and regionally and nationally will 
provide maximum benefit for the local public in special means and for national economy in general 
means. However, the important point here is that individuals living in these cities and local values are the 
subject and added value is managed with this conscience, especially the conscience of preservation of 
values.  
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The most important aim of creating brand city efforts is to make the city center of attraction and obtain 
financial benefits by the help of this. These efforts are also the process which takes a role increasingly in 
process of identity formation of the region or city. However, it is necessary, at this point, to act by 
keeping in mind that branding efforts are not just positioning them in consumers’ mind maps (Paul, 2004; 
İşler and Tüfekci, 2014). The perception of identity formed with self-values, natural beauties, history, 
culture and local people’s authentic life is maybe the most valuable heritage of that city. For that reason, 
brand positioning should not only be formed with economic concerns but also with social and public 
sensibility. This is of significance in terms of both branding and preservation of existing values.  
To become a brand city adds value to a city in 3 fundamental ways (İçyer, 2010); 
• To organize the city’s messages given in accordance with its powerful and distinctive vision, 
• To provide economic value by encouraging investments for the city by revealing the potentials of the 
city-dwellers living in the city, 
• To create effective ways that will increase the city’s international popularity by uttering the city more 
effectively and in an easily-remembered way.  
It is a fact that a city’s being “brand city” will provide it both economic and social benefits and support 
its level of development in both local and national sense. To become a brand city for a city will provide 
economic benefit that will create many added values such as creating perception of attraction center and 
identity, increase popularity, increase investments, attract political capital etc. In addition to these, to 
become a brand city will also provide many socio-cultural advantages such as creating sense of belonging 
and identity of place on the city-dwellers, establish consciousness of being a city-dweller, improve 
individual behaviours etc. Furthermore, accurately-managed city branding efforts will help to protect that 
city’s history and cultural heritage, natural beauties and local values. To achieve all these outcomes will 
provide extra value, in economics means, to that city’s society, that region and that country.   
 
4. Brand, Branding Process and Brand Cities  
Brand is a name, concept, word, symbol, design, figure and composition of all which help to identify, 
introduce goods and services of a or a group of producers or sellers by discriminating from their rivals 
(Kotler and Armstrong, 1989). Brand helps a product to be recognized easily from other similar products, 
a product or service to be introduced, to create difference, to be liked, to replace company and product 
image in the market and at last to create dependency to the product (Öngüt, 2007).  
Today, concept of brand is not a situation refered to just product and services, but also a concept used 
for cities. Competition in market has given its place to competition in mind through brands. The increase 
of rivalry in terms of inter-cities tourism, natural beauty, infrastructure, municipality, number of visits all 
around the world has started to necessitate looking through brand window to city marketing due to the 
point marketing has reached (Toksarı et al., 2014). For Kotler (1993), who is one of the most important 
names in marketing discipline, “Rivalry does not only take place between products and companies. 
Countries and cities compete with each other as well”. 
Hanna and Rowley lists the circumstances necessitating brand in terms of cities as: increasing power 
of international media, decreasing of international travel costs, increase of consumers’ ability to spend, of 
inter-city similarities in terms of services provided and of people’s interests in different cultures (Hanna 
and Rowley, 2008).  
A desire not to disappear lies under the effort of a city to be a brand.  For this aim, it is necessary to 
increase economic attraction, which means the start of branding process (İzto, 2009). “Branding process” 
is composed of studies by an institution to establish brand strategy, select the brand name according to its 
brand image it will produce and create, sustain quality during the production of good and service and 
presenting the product to the consumer and finally introduce the good and services produces effectively 
(Aaker, 2001). Fundamental criteria in successful branding is popularity of the brand, its recognisability, 
ease-to-remember, perception, associations, and image. To become a brand is to be different from others 
and create a distinctive awareness. The main element in cities’ branding is the effort to introduce a city’s 
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opportunities and potential to outside in order to attract resource. While resources keep still for cities, the 
formation of new needed areas has featured the idea of brand city (Kaypak, 2013). 
To become a brand is to be different from others and create a distinctive awareness. City brand is a set 
of individual beliefs in both rational and emotional quality, which distinguishes the mentioned city and 
the opportunities it defends from other cities (Kozak, 2009). In light of all these definitions, another point 
to focus on is how to become a brand city. Brand is the soul of product. If you add a soul specific to your 
product, and equip it with emotion, story, difference and reputation, then you can create a brand (Kaypak, 
2013).  When these features and values needed to brand product and companies are implemented on 
cities, then it will help to create brand city. 
City brand is a development-recognition-image project that a city integrates with its cultural, historical, 
natural and social characteristics it has and puts into practice by supporting with a specific mark in order 
to discriminate it from other cities (Kozak, 2009). In order that a city is branded, all characteristics 
varying from the date of being distinctive of that city to its culture should be employed. It has been 
known that each city’s specific originality and change it has acquired during historical development 
process has also effect on branding (Tekeli, 2008). By creating differences in assets that the city has, it is 
possible to reveal characteristics which help the city to be dissolved from other cities. These 
characteristics are various assets such as historical structure, cultural values, natural beauties, human 
resource and education (İşler and Tüfekçi, 2014).  
One of the branding process stages is establishing the brand identity. Branding is to establish an 
identity. Brand identity covers meaning belonging to the brand, and all cultural and social aspects. Brand 
transforms a product or service to value through the visual identity it has (Hoşcan, 2007).  Generally, 
brand city establishment process is built over the city’s original identity as well as the importance of 
brand identity during branding process. City identity is formed within a long period of time. Geographical 
content, architecture, local traditions, life style of the city forms the city as a mixture of qualifications. In 
a way, the identity of a city means the soul of that city (Kaypak, 2013). A brand image is needed in order 
to establish an identity. Brand image is the combination of a person’s point of view, emotion, idea, belief 
and associations about the brand. In other words, it is how a brand is perceived by other rival brands 
(Yalçınkaya, 2006). An image of a city is people’s ideas, beliefs and point of views about that city. Cities 
can improve their identities and so images by taking the right steps (Aladağ).  In this sense, creating a 
brand is an image study which reveals the strong aspects of the city, makes the city valuable, makes the 
city culturally meaningful and lastly helps the city to earn economic, social and cultural benefits. During 
this period while the city is transformed into product, image the city has acquired is a means which helps 
the city to gain awareness. In this sense, the city which earns identity by adding extra value is transformed 
into a brand city (Peker, 2006).  During the process of creating Brand Identity, all shareholders who need 
to be involved in this process should act in cooperation. For that reason, everybody and institutions from 
local people to local media and from local authorities and senior bureaucrats need to take place in that. 
During branding process, after forming the brand identity, it is necessary to perform brand positioning. 
Positioning can be defined as identifying a product or brands which are the most important component of 
a product by consumers and applications to help them to keep a place in consumers’ minds against its 
rivals (Aktuğlu, 2011). Issues that a marketer needs to consider while developing positioning are target 
market, how the product is superior to and different from its rivals, the value of this difference in terms of 
target market and the capability to reflect or transfer this difference in the target market. (Gwin and Gwin, 
2003). It is highly important to think branding process of cities at international level, to decide with which 
values the city will be featured  and to make brand positioning based on identity elements which has a 
consistence and sustainability in itself showing how these values will be achieved in the best way (Yavuz, 
2007). Accurate brand positioning is needed in order that a city should become a national and 
international brand (Anholt, 2005).  
One of the stages during branding process is marketing communication. Especially, the importance in 
communication perception in actions has increased in order to keep up with the swift change today. 
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Marketing communication has a vital importance in brand identity, brand image and brand positioning. 
Marketing communication to be conducted professionally will contribute to recognition and 
recognisability of products. Naturally, the importance of marketing communication is undeniable in 
branding process of cities.  
The last stage of branding process is to conduct a good brand management. As in company brands, it is 
also obligatory to manage city brands. City brands which cannot be managed properly will change in an 
undesired way or be damaged (Kerr et. al., 2005). Due to improved communication opportunities, 
negative information about the city have been able to spread over a vast area in a very short time. The 
image of city brand formed in a long time and with big investments may be damaged to a great extent by 
small strikes such as dominoes. Therefore, to preserve positive branding image is as important as to 
establish it (Özdemir and Karaca, 2009).  
One of the important issues in city branding is matter of vision because the fact at which point the city 
is required to be in the long term is a matter of vision. The fact that the vision will be shared by as many 
shareholders as possible will increase the belonging, which will contribute to more effective efforts in 
achieving that vision (Aladağ,). It should be kept in mind that the city, as a brand, provides urban quality 
assurance to the dwellers in the future (Banger, 2006). As vision is foresight of the future and the final 
target to be achieved in the future, the answer to the question “what our cities desire to be” in the future 
should not what we expect but should be the possible within existing circumstances (Kaypak, 2013).  
 
5. Analysis of Results of and In-Depth Interviews with Local Authorities About the Process of Being 
a Brand City of Muğla  
 
5.1.Introduction of Muğla  
Muğla, lying where Aegean Sea and Mediterranean joins, is a city which lies along 1.124-Km.-
coastline, and has unique environmental values with its breath-taking bays, unique fauna and flora formed 
by its climate structure, forests consisting of 68% of the city area, and cultural and natural assets at which 
it has hosted many civilizations. The District of Menteşe has been founded including 4 towns and 48 
villages in accordance with the Law No. 6360. The surface area of Muğla city center is 1.652,08 km2, and 
generally has a mountainous and forestry land structure covered with thick pinewoods from South to 
North and east. Altitude is 655,83 m, and coastal length is 17,08 km. 
Our city has just 6 harbours (Bodrum, Datça, Fethiye, Marmaris, Göcek and Güllük) in addition to 
having the longest coastline in our country. 4 of these harbours are mostly run as touristic yacht ports. 
Our city is  also rich in terms of underground sources. Marble and natural Stone sector is one of the 
leading sectors in our city. Muğla has two international airports which are located in Milas and Bodrum 
which are open to civil passenger transportation. Thanks to the advantages Muğla has in agriculture 
sector, there are especially greenhouse, dried fruit and vegetables production facilities, frozen fruit and 
vegetables production facilities, canned fruit and vegetables production facilities, wine, sesame oil, olive 
oil production facilities. Also, among main investments to be made in livestock sector in our city, we can 
mention about culture and freshwater fishing, bee-keeping, dairy farming, eggs, meat and poultry, 
artificial insemination and breeding. 
The most outstanding ones of the Muğla’s symbols are Muğla chimneys and houses. In addition to 
them, Karabağlar Yaylası is an outstanding region where agricultural mobility, livestock breeding, 
vegetable and fruit growing are performed and a place where summer and winter needs are met, a rest and 
entertainment place, and the center of cultural and economic mobility. This region is 3-km-far from 
Muğla and below the normal altitude as opposed to an ordinary highland. Karabağlar Highland Coffee 
Houses have become the center of culture, education and trade, as opposed to ordinary coffeehouse 
concept, thanks to their grocer’s, mosque, restaurant, baker’s, butcher’s, smith’s, barber’s, tandouri, water 
well etc. inside Karabağlar highland.  
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5.2. Method  
As a qualitative research method, in-depth interview method has been prefered in this study. As 
Kitzinger (1995) stated, this method used often in social sciences is one of the most systematic data 
collection methods. The most significant advantages of in-depth interview method in which parties of the 
research or individuals involved in interaction groups can share their ideas, problems and suggestions for 
solutions highly effectively and independently is to make it easy to reach at different and new findings. 
This method has been prefered because our fundamental aim in this study is to reveal reasonal powers 
concerning the object and relations and allow for the shareholders’ viewpoints.     
The main mass of our research has become the shareholders who have determining roles in Muğla’s 
being a brand city. In this sense, each of the representatives from Muğla Governorship, Muğla 
Metropolitan Municipality, Menteşe Municipality and Muğla Chamber of Trade and Industry which have 
been featured among shareholders as they have the authority to make decision was asked 25 open-ended 
questions. Results of the interviews and findings have been presented below.   
 
5.3. Analysis and Findings   
In order to analyze the issue in this research concerning the evaluation of Muğla’s potential to bea 
brand city, we negotiated with Veli Çelik, Director of Culture and Tourism of Muğla on bhealf of the 
Governorship, Dr. Osman Gürün, the Mayor of Muğla Metropolitan Municipality, Bahattin Gümüş, 
Mayor of Menteşe Municipality, Bülent Karakuş, Chairman of Administration Board of Muğla Chamber 
of Trade and Industry, all representing the local authorities. The content of the interview has been concept 
and conscience of brand city, outstanding features of Muğla in becoming a brand city and the strategies to 
be followed during this process, information about projects being implemented or to be implemented and 
shareholders’ roles, SWOT analysis of Muğla in being a brand city, where the local people take place or 
should take place in this process.  
In the interview with Mr. Çelik, he commented; " What comes up in my mind first when brand city is 
said is to be different. I understand to be different with its own values and to be recognized. For example, 
people who would like to be different either wears differently or uses different equipment or stand in 
different places interestingly. The matter is to be distinguished…". In this sense, it has been observed that 
an awareness and conscience about “brand city” has been improved in Muğla Governorship.  
Mr. Gürün has stated his viewpoints about this issue as follows, “When “brand city” is said, what 
comes up in my mind is to empower perception of the city and manage well. Brand is an image. It is an 
art that highlights the image and introduces and manages this image well. To be a brand has now become 
an effective means that determine the power of rivalry among cities. It should be kept in mind that brand 
is a value-added product. Brand is also a quality assurance. It is a product or service produced or provided 
differently”.  
Mr. Gümüş has answered our question which is about brand city and level of consciousness as follows; 
"For me, when brand city is said, it doesn’t have to be a very developed city. It is possible to be a brand 
city by creating that city at peace with its past, and sympathetic and where authentic values from past to 
present are still alive".  
Mr. Karakuş has defined the concept of brand city by giving his answer as follows "A city which is 
recognized all around the world with its products and services, whose product or service has become first 
class or reached at certain standards". 
In this sense, it has been found out that shareholders who have a role in becoming a brand city have an 
awareness and conscience in concept of brand city. This is a positive element in terms of Muğla’s 
potential of becoming a brand city because it is of vital importance that local authorities should have a 
conscience of brand city during brand city process.  
To the question about the outstanding features of Muğla in becoming a brand city, Mr. Çelik has 
answered as follows, "first of all, Muğla which is a nature-dominated life area, has an unspoiled 
environment. Secondly, it is an accessible place. It is easily-accessible either domestically or 
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internationally by land, marine, air vehicles... Muğla has been featured, in terms of space, as a place 
where you can both have fun, and rest and pursue your works "; Mr. Gürün, “The features we should give 
prominence should be its nature, sea, forestry, sun, monumental structures and historical structure, 
museums, entertainment and resting places, cultural characteristics and Aegean culture in terms of 
humanity. ”Mr. Gümüş, in his viewpoints," Features to be given precedence about Muğla should be its 
historical, cultural and geographical values. For example, Karabağlar Highland of Muğla and local food 
(“büryan”, tandouri, “mumbar dolması” (stuffed sheep sausages), “tarhana” (soup with dried yoghurt), 
“kaburga dolması” (stuffed lamb ribs etc.)) are featured "; Mr. Karakuş, "Fundamental features are 
tourism, natural beauties, historical sightseeing places, local products such as fresh fruit and vegetables 
production, marble production, pinewood honey and culture fishing and the fact that it has a clean 
environment because there is no heavy industry in Muğla ". 
In light of the answers got from local authorities, we can say that Muğla has a significant potential to 
become a brand city thanks to its outstanding features. 
Local authorities’ viewpoints about the strategies, projects being implemented and to be implemented 
in process of Muğla’s being a brand city are generally as follows: The general strategy should be the fact 
that shareholders should be in cooperation with each other. Especially, introductory activities should be 
performed in common mind through a single channel. There are many existing projects being 
implemented about its being a brand city. However, it is more important that these project should be able 
to support each other and sustainable than to create projects. In this sense, hosting culture tourism with 
projects such as The Project “DijitalRehber” of Muğla Metropolitan Municipality, Muğla Chamber of 
Trade and Industry Yörük Village and amusement park, projects authentic stories are transformed into 
city legends, to benefit from advantages of university can be leading projects. Also, for example, to build 
rail system model transportation networks can be an important Project in order to make both urban and 
interurban transportation. In addition, in order to benefit from the  capacity of being a metropolitan, 
1/100.000 Landscaping Plan which is the strategic plan of metropolitan municipality and, as well as, 
1/25.000 Datça, Bozburun, Marmaris Plan,  Transportation Main Plan, Tourism Master Plan can   be 
evaluated as significant steps in branding. 
In questioning strong and weak sides of Muğla in order to evaluate realistically Muğla’s potential to 
become a brand city, local authorities’ viewpoints can be summarized as follows: Strong sides of Muğla 
can be listed as its geographical characteristics which is suitable for tourism and preserved historical 
structure, coastal length, its accessibility, especially possessing two airports, stable social structure, 
dwellers who are sensitive, modest and sustain regional features, regional food, its nature, climate and 
local products, having provinces which are in high capability of being recognized at international 
platform and in public etc. Weak sides of Muğla are; convergence of authorities and responsibilities of 
numerous institutions and enterprises, little cooperation and reconciliation between institutions, lack of 
coordination in communication and Project production issues, the city center’s being far from the sea, 
transportation routes’ being far from the city center.  
The answers of our interviewees to the question asked in order to identify the available opportunities 
and threats of Muğla’s being a brand city are as follows: opportunities are the fact that Muğla  has 
become a metropolitan in terms of increase of resources and grants, its level of development in terms of 
socio-economy is high,  it has human structure whose education level is high, and a potential of growth 
and a developed university, it has alternative tourism resources that may extend to twelve months in 
addition to tourism of sea, beach and sun. Even though the fact that Muğla’s provinces such as Fethiye, 
Marmaris, Bodrum are brand provinces at national and international scale is a strong side, the fact that the 
provinces sometimes act independently from each other in their efforts for communication and 
introduction and keep away from cooperation has become a threat in terms of Muğla’s being an integrated 
introduction and brand city.  
The interviewees have answered the question which is about where the local people are or should be in 
the process of brand city as follows:  
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Mr. Çelik, "I don’t know how conscious the public is about being a brand city. But if people are proud 
of being from Muğla, it means that they already know they are different. However, there might be lack of 
knowledge about the fact that this means being a brand. But I think if they are proud of being from 
Muğla, they have perception of such a difference. Indeed, in my opinion, to be brand means being 
different"  
Mr. Gürün, “People of Muğla can easily be organized in a very short time thanks to its modern, 
democratic and educated structure. The people in Muğla need to take part in this process effectively and 
support this process in order that Muğla becomes a liveable World city and reaches at the value it has 
deserved.” 
Mr. Gümüş, "I don’t think the public in Muğla has sufficient conscience about being a brand city. I 
think this lackness can be compensated by raising the level of people’s conscience about brand city by the 
help of efforts of non-governmental organizations and local authorities." 
Mr. Karakuş, "In fact the public should take place in the very center. But, I believe, the consciousness  
about this is unfortunately not even 10% now. Only the ones taking place in non-governmental 
organizations and spending a bit more time in this work are knowledgeable about this. But as we said 
such a conscience should also be earned." 
When analyzing the answers to the question about where the local people are or should take place in 
brand city process, it has been found out that the people have a certain conscience, though limited, about 
Muğla’s being a brand city, however, it may be also said that they are not conscious enough about the 
process of being a brand city.  
 
6. Result 
Effects of globalization on cities as dwelling places have started to oblige the development of cities. 
Together with rivalry at global level, cities will reach achievement in the future to the extent that they 
acquire the ability to move locally without losing their own values by increasing their level of popularity 
and recognition, creating a positive image in foreign and domestic tourists’ eyes, establishing their own 
identities and expanding to global markets by the help of  their different characteristics they will highlight 
in order to develop economically, socially and culturally and enhance the volume of trade. Making cities 
places of attraction as a result of implementing product branding strategies on cities in order to add 
economic, social and cultural values to the cities will enable urban development. In order to achieve a city 
vision previously defined in communication activities which have a significant place in brand identity, 
establishing brand image and positioning of brand during the process of being a brand city, it will be 
helpful for a city to be developed economically, socially and culturally to prepare the messages to be 
transmitted to the target mass properly and accurately, to provide economic value for the city by 
encouraging local people and other investors within this target mass to make investments specific to that 
city and by drawing political capital and to organize activities that will increase the popularity at 
international level by creating a positive image for the city, and to create a more liveable environment for 
the local people by enhancing service standards in the city. To be able to exist in the future obliges a 
country to be branded. The fact that plans will be made in order to highlight historical values, natural 
beauties, cultural, economic and social infrastructures of cities and these plans will be implemented will 
enhance a city’s image, which will make it a brand city..   
The vision of “Brand City" will be achieved by determining the current situation of cities which are in 
competition at global extent accurately and being managed strategically. During this process, the 
importance of all shareholders who have or should have a say in city is undeniable and propellant power 
of the process is undoubtedly local authorities. It has been considered that it will provide useful data for 
our study to interview with local authorities in order to determine the institutions’ approaches at the point 
of Muğla’s potential to become a brand city and accurate proceeding of this potential because effective 
management of brand city strategy for Muğla has just been initiated.   
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In evaluating the interviews generally, it has been seen that local authorities have a complete 
consciousness about the issue and they have various initiatives, and they have adopted approaches which 
are consistent with each other about the potential of Muğla’s being brand city, structural and institutional 
obstacles in front of this potential and solution methods offered to overcome these obstacles. 
In light of the interviews made, it has been seen that three factors are highlighted in defining brand city 
in the eyes of local authorities. Firstly, a city needs to have meaningful networks to be established 
between its past and future in order to be a brand city. At this point, it is highly important to conserve and 
improve historical and cultural values forming a city’s identity. Existing historical and cultural heritage of 
the city is original; for that reason, it is the unique heritage which makes it different from other cities. 
Secondly, descriptive element of a brand city is its awareness which will make it advantageous in its 
rivalry against other cities. Cities become brand to the extent that they can be different with their specific 
values and create a national and international awareness concerning this difference. The last 
supplementary part of the brand city definition is the existence of awareness concerning the city at global 
extent. In summary, brand city is a city which differs from other cities through its original values and 
reinforced identity and whose recognition is enables at national and international level by the help of 
accurate introductory strategies about this awareness. 
It is obvious that Muğla has a natural potential to become a brand city due to its natural beauties it has, 
coastline length, undestroyed environment, its history and cultural structure, geographical position and 
accessible life space. Moreover, there is a significant capital consisted of people who are sensitive to the 
environment, embracing and preserving their city, careful about transferring local values to the future, 
tolerant against each other and have adopted reconciliation as common language. In evaluating this 
societal capital Muğla own together with its natural potential , it can be said that it is in an advantageous 
position in becoming a brand city. However, it is necessary that the city should transform these values 
into a strong identity in order to be a brand by using this advantageous position. In this means, it has been 
observed that institutions have various attempts and local authorities agree with each other about existing 
obstacles met during the process. 
The biggest obstacle the institutions point out in Muğla’s being brand city is about the management 
process. Undoubtedly, the vision of brand city can be achieved by establishing right strategies that will 
transform the assets the city has into values and management of the process effectively and in an 
integrated way. However, the fact that there is lack of cooperation, coordination and reconciliation needed 
between the institutions in Muğla has been stated by the local authorities as the most significant factor 
which is an obstacle during the process of being a brand city. Yet, common strategies of the institutions 
which come together around the same aim and their attempts complementing each other create a synergy 
for the city, which allows the process to be sustained successfully, and in addition, prevents the 
institutions from wasting labour, time and resource.  
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